The 
Introduction
The tremendous way in which the Internet has changed the world cannot be overemphasized. Never has it been easier to access information through many media, which have made the world to be regarded as a global village. The Internet possesses enormous amount of information which makes it one of the most valuable tools available to the individual for research and education. It simplifies tasks, makes Attitudes have been known to play a significant role in the adoption of a technology or innovation. Through motivation and perception, attitudes are formed and consumers make decisions (Haque, Sadeghzadeh and Khatibi, 2006) . Considering that online shopping is still at its infant stage in Nigeria, there is a need to examine consumers' attitudes towards the online shopping platform and the factors that influence these attitudes. A 2014 report by Nielsen Group stated that millennials (that is, persons between ages 21-34) made up to 50% of the respondents who made plans to make an online purchase across every product category measured in the Nielsen's Global Survey of E-commerce. Kaymu (2015) reported that persons aged 18-34 years constituted 69% of the customers in Nigeria who visited the online shop and are more interested in shopping online more than the other age groups. The majority of this group falls into the category of undergraduate students in institutions of higher education (EmekaNwabunnia, Ibeh and Ogbulie, 2014; Okebukola, 2008) . Since attitudes directly influence decision making, understanding consumers' attitudes and their buying behaviour is critical for companies when they market products or services. The attitude and buying behaviour of consumers affect how agricultural businesses will develop strategies and allocate resources towards boosting sales, meeting customers' needs and satisfying them, thereby maximizing this shift from shopping in physical stores to shopping online. It is against this backdrop that this study examined the attitude of students towards online shopping in selected tertiary institutions in Ogun state. The specific objectives were to: 1. Determine the frequency of online shopping done by students in Ogun state; 2. Ascertain the products purchased online by students in Ogun state; 3. Establish the students' sources of information on online shopping; 4. Determine the attitude of the students towards online shopping; and 5. Determine the factors that promote and hinder their decision to make purchases online.
Methodology
This study was carried out in Ogun state, Nigeria. The population for the study consisted of all undergraduates in tertiary institutions in Ogun State. A multi-stage sampling procedure was used to select samples for the study. In the first stage, Odeda and Obafemi-Owode local governmentareas (LGAs) were purposively selected due to the concentration of the three different levels of tertiary institutions. In the second stage three institutions, namely, Federal University of Agriculture, Abeokuta, Moshood Abiola Polytechnic, Ojere and Federal College of Education, Osiele were selected. At the third stage, three departments were randomly selected from each tertiary institution and lists of students in each department compiled which gave a students' population of 2700 students. At the final stage, random sampling technique was used to select 5% of the students' population in each department which give a total sample of 135 respondents. Structured questionnaire was used to interview the selected respondents. The dependent variable for this study was the attitude of students towards online shopping which was measured on 16-item attitudinal statements derived from a set of factors posited by Kotler and Armstrong (1996) to be factors that determine consumer's purchasing behaviour. These factors include economic factors (level of income), social factors (influence of friends and family), cultural factors, personal factors and psychological factors. Data were analysed using frequency, percentage and mean to describe the study's variables. Also, a relationship was tested between respondents' selected personal characteristics and their attitude to online shopping (using chi-square test). Furthermore, correlational analysis was carried out between constraints to online shopping and respondents' attitude using the Pearson Product Moment Correlation (PPMC).
Results and Discussion

Personal Characteristics of the Respondents
Data in Table 1 show that the majority of the students (91.8%) were between 16-25 years with a mean age of 21.4 years. This is the age group that is active on the Internet. This is consistent with the study conducted by Emeka-Nwabunnia et al. (2014) which reported that the majority of Nigerian students are between ages 15-24. Data in Table 1 further shows that 50.4% of the respondents were males while 49.6% were females. More than half (54.8%) earned a monthly stipend between N5, 000-15,000 implying that students in this study area have low income or monthly stipend which might likely affect their decision to purchase online. Table 2 reveals that 14. 1% of the respondents shopped online twice a month, 14.1% shopped monthly, 12.5% shopped every three months, and 23.4% shopped every six months while 35. 9% of respondents shopped online only once a year. When asked how long they had been shopping online, the majority (56.3%) of the respondents indicated they had been shopping less than a year, 40.6% had been purchasing online for 1-5 years while only 3.1 % had been online shopping over five years ago. This implies that the concept of e-commerce and online shopping is still at its infant stage among students in this study area. Products shopped online by respondents Table 3 reveals that almost half of the respondents (45.3%) who shopped online purchased clothing and accessories, 39.1% purchased electronic goods while onequarter (25%) purchased computer products and software. Other product categories included cosmetics and perfume (20.3%), household goods and furniture (7.8%), books (6.3%), cinema and theatre tickets (1.6%) and travel tickets (1.6%). Only 7.8% of the respondents purchased food and drinks online. This corroborates the online shopping report by Philip Consulting (2014) that the top selling items are fashion products, mobile phones and services (including restaurant and spa) and implies that online shopping is still considered as a platform for purchasing luxury goods. Table 4 shows that only 15.6% of respondents had ever searched online for any estore selling agricultural products (food items). Furthermore, the majority of respondents (96.3%) had never bought agricultural products online while only 3.7% had. This is consistent with the earlier result in Table 3 , implying that most of the students in the study area do not purchase agricultural products online. This further corroborates the report of The Nation (2015) that the development of e-commerce in the agricultural sector still lags far behind other sectors in Nigeria. However, more than half of the respondents (57.8%) indicated that they would like to purchase agricultural products online in the nearest future. This indicates that students of tertiary institutions in the study area are favourably disposed to the possibility of shopping for agricultural products online which is an encouraging factor for the agricultural sector. Have you ever bought any agricultural products online?
Frequency of Online Shopping among Respondents
Online Shopping for Agricultural Products by Respondents
5(3.7)
Would you like to buy agricultural products in the nearest future?
78(57.8)
Respondents' Sources of Information on Online Shopping
Data in Table 5 shows that more than half of the respondents (57.8%) obtained information on what type of products to buy and where to buy them from social media like Facebook, Twitter and BlackBerry Messenger (BBM), 35.9% obtained information from their friends and family, 12.5% obtained information through links sent to their email boxes, 9.4% obtained information from traditional media such as TV and radio while only 1.6% obtained information from browsing through various web stores. This therefore makes it imperative for prospective online agribusinesses to maximize the use of social media tools for marketing their products. 
Attitude of Students towards Online Shopping
Information in Table 6 show that the majority of the respondents were favourably predisposed to online shopping because it saves time (M=3.95), affords them access to more product varieties (M=3.84), enables them to compare prices more easily (M=3.65) and access information about products online (M=3.64), and is more convenient than shopping at the physical stores (M=3.50). However, some were unfavourably predisposed because they perceive that online shopping is not safe (M=2.99), they do not have enough information about purchasing over the Internet (M=2.93), the delivery fees are too high (M= 2.85) and that it is risky not to see the actual products before purchase (M=2.53). Overall, the majority (54.1%) of the respondents had a positive attitude towards online shopping while 45.9% had a negative attitude towards online shopping. This implies that the respondents are favourably predisposed to the concept of online shopping, which is likely due to the increased access and use of the Internet fasttracked by the advent of internet-enabled mobile phones among young people. Factors that Promoted and Hindered Respondents' Decision to make Purchases Online The majority of the respondents (82.8%) indicated that the convenience and timesaving advantage of online shopping influenced their decision to purchase goods online, and 76.6% indicated being able to access the internet influenced their decision to purchase goods online (Table 7) . Other factors that affected respondents' decision to purchase online included being able to compare prices online before making a purchase (75.0%), privacy and confidentiality of information afforded by shopping online (73.4%), goods not available in local stores (65.6%), Internet usage proficiency (62.5%), and level of income (62.5%). Data in Table 7 also show that 71.9% of the respondents stated network instability as a constraint hindering them from shopping online while 64.4% indicated concern for safety of payment using debit/credit card as a constraint. Other constraints perceived by the respondents included (64.4%), risk of the delivered goods looking different from the ones displayed online (63.7%), distrust for online retailers (56.3%), high cost of Internet access (51.1%), high cost of delivery (51.1%) and lack of promptness in delivery (45.2%). Relationship between Respondents' Personal Characteristics, Constraints to making Online Purchases and their Attitude to Online Shopping There was no significant relationship between students' ages (r =0.151), sex ( 2 =3.263) and their attitude towards online shopping (Table 9 ). However, there was a significant relationship between students' level of income ( 2 =10.472) and their attitude towards online shopping. This corroborates the findings of Zuroni and Goh (2012) and infers that age and sex do not influence students' attitude towards online shopping, whereas the level of income does. This, perhaps, is due to the fact that online shopping is still viewed as a market place for luxury goods in Nigeria. Constraints -0.230* -*P ≤ 0.05 There was a significant negative relationship (r=-0.230; P ≤ 0.05) between constraints hindering respondents from making purchases online and their attitude towards online shopping. This is in line with the studies carried out by Aminu (2013) and Hooria (2014) implying that a higher respondents' attitude towards online shopping will be fuelled by less constraints faced.
Conclusion and Recommendations
The students mostly shopped online once in a year and patronized mostly clothing and accessories with intention to buy agricultural products online in the future. The convenience and time-saving advantages mostly influenced their decision to shop online. Although the students had a positive attitude towards online shopping, they are likely to be constrained mostly by network instability, concern for the safety of their debit/credit card and delivered goods looking different from the ones seen online. The attitude of the students is significantly influenced by their level of monthly stipend and the constraints to shop online. The following recommendations are made;
The high interest of the students to purchase agricultural products online in the nearest future suggests that Business-to-Consumer e-commerce (Online shopping) should be exploited by agribusinesses for growth and productivity. The social media should be fully utilized for marketing and advertising agricultural products and their web-stores since the majority sourced information from this medium. Prospective online agricultural retailers and marketers should work towards building a strong and reliable e-commerce platform in order to build consumer trust and loyalty. The government and the Nigerian Communication Commission (NCC) should work towards creating policies that will reduce cost of Internet access and enhance Internet security and stability.
